Introduction
Starting from the main purpose of the activity of marketing, which is to study consumer's needs, and using as a model Maslow's pyramid of needs hierarchy (Kotler et al., 1999, p. 361) (Figure 1 ), we can say that the purchase and endowment with durable goods are covering both needs at the bottom. There are included psychological needs (washing clothes, car travel, cooking, etc.) and needs related to safety (double glazed windows to ensure thermal comfort). Also, there are considered the needs of the middle of the pyramid, such as: social needs (holding subscriptions of landline and mobile telephone, Internet). Finally, there are included the needs of top of the pyramid as: needs related to appreciation (recognition of social status through durable goods which incorporate high technology: LCD monitors, plasma TV, digital cameras, home cinema system, etc.), and even needs of update (PC, laptop possession, change of mobile phone depending on its performance, changing a TV, refrigerator, monitor, old camera and replace it with either a digital camera or a camrecorder, etc.). The pyramid principle, also, applies to durable goods, with the particularity that, in Romania, "climbing" towards the top of the pyramid is dependent in great measure on variables such as income level, consumer's occupation, level of training, age, trends etc.
Also, Grewal et al., quoted by Guiltinan (2010) showed that, a durable good may serve to a variety of "functional attitude" that influences the evaluation of consumers over the benefits provided by a durable good (own or replaced), these functional attitudes being:
 Knowledge function: for instance, the degree to which the product helps a consumer organizing and structuring his/her life, making it more predictable and secure;  Value -expressive function: the degree to which a product helps a consumer expressing his/her values and self-identities to others;  Social -adjustive function: the degree to which the product helps a consumer to gain an approval in social settings;  Utilitarian function: the degree to which a product yields a rewarding consumption experience as a means to an end. To examine the influence of such socio-demographics variables on endowment with durable goods of households from Romania, we used a marketing research based on survey (stratified sampling and quota sampling) using a representative sample of 300 households starting from the urban national level of households distribution according to employment status and educational level of household head. The data were gathered in May 2011.
According to national and European statistical data, the Romanian market has experienced upward trends of equipping households with durable goods (Gabor et al., 2011) . Even more, for certain products, such as mobile phone and television, there are households where there are found more than one product and the products with new technologies such as plasma televisions, microwave ovens, etc., also experiencing an accelerated pace of purchasing in all categories of households.
Figure 1.
Maslow's pyramid of needs (Adaptation of the author for durable goods after Kotler et al., 1999, p. 361) The durable goods market has been intensely surveyed and researched as regards economic modeling, the most common economic variables considered being monopoly of producers on this market, second-hand car market, replacement rate of durable goods, price sensitivity of households, price strategies, their replacement policy, subsequent introduction of durable goods on the market, however, few researches are based on primary data collected based on statistical sampling, studies about Romanian market characteristics being practically not available. This aspect may be the result of the fact that endowment of households with durable goods is a statistical indicator measured and reported annually at national level of every country, with regard to a certain number of durable goods (as usual those with a low replacement rate). Thus, in this study we fill in a "hole" in the specialty literature, important aspects of this market being important variables of the thinking strategies as regards communication policy of the firms operating on this market or other policies in the marketing mix of a firm. In this producer -final consumer equation, variables that have been researched in this study on the Romanian market stand between and interfere, influencing the decision making process of the producer and the consumer. In order to have a feed-back, therefore to sell, producers should build up communication policies considering the results of this study, these being important variables of increasing efficiency of communication policy and implicitly their turnover. On the durable goods market, relations between the market "players" are important, and we refer here to relations between producers -dealersfinanciers -governmental policies -final consumers (households).
In the next section, a brief literature review of research related to durable purchasing and consumer values is followed by the presentation of the sample structure and its socio-demographic characterization. The results of our research are then presented in detail. In the final section, implications of our results are discussed and suggestions made for future research.
Durable goods market research by statistical methods, can reply to some various, complex and important problems for economy both at microeconomic level and macroeconomic level and, implicitly worldwide, if we consider the significant and recent phenomenon of globalization, phenomenon that marketing should reply in fact by individualization, segmentation, finding typologies of consumers that "group" in line with the same needs, attitudes, opinions, intentions, motivations etc.
The goal of this research based on statistical sampling is to detail characterization of the endowment degree with durables of households at urban level and the market related to these commodities, and comparison of results with data available worldwide. In Romania, the endowment degree with durables is the target of annual statistic reporting in the publication entitled Coordinates of living standards and -up to 2006 -Endowment of households with durables that contains reporting for a number of 25 commodities, in our research comprising 36 durables. Endowment with durables is an indicator of both living standard and life quality in Romania and marketing -and tacitly marketing research -helps identifying the needs -current and future -of consumers, to ranking these needs -according to the Maslow pyramid -for consumers in Romania, with all their characteristics. Also, identification of marketing variables that influence the post-communist buying behavior of Romanian consumers in order to detail the information related to the "endowment of households with durables" indicator that measures the standard of living, health and implicitly, quality of life. Data gathered by means of a questionnaire have been summarized and processed by means of the SPSS software and Excel, using absolute and relative frequencies, simple means, calculated average scores, weighted means for processing data measured by means of specific scales of marketing, respectively: Likert scale, Stapel scale, constant sum scale, sorting scale, etc.
Literature review
Studying the endowment degree of households with durable goods in Romania lead to the results related to the stage of purchasing these goods, this aspect being detailed in the section concerning the results of the research carriedout, those related to the oldest and the newest durable goods respectively, in the endowment of Romanian households. The previous studies (Hebden & Pickering, 1974; Paroush, 1965; Corfman et al., 1991) showed that endowment of households with durable goods depend on factors such as: income, welfare, social class, family size, duration of marriage and use of credit, variables that were taken into consideration in this research, too i . Also, other studies connect the endowment degree with goods, occupational status of wife, service costs (Bellante & Foster, 1984; Reilly 1982; Strober 1977; Weinberg & Winer 1983; Corfman et al., 1991) . Economists acknowledge the importance of the fact that demand of durable goods is very important as many aspects of this market in certain countries (such as the case of Romania, approached in this research) are not known or surveyed.
In the foreign literature the first research with regard to this market is since 1979, when Kasulis, Lusch and Stafford were anticipating that, from a high number of reasons (including a high population -in the '80s -with age between 18 -34 years) the durable goods will be the fastest segment of consumer market in the '80s. This acquisition is considered by the authors as being discretionary, but they consider that period was characterized by the existence of a quite subjective distribution of income for each household to purchase durable goods. This economic detail also characterized Romania in 2006 -2008, the period of "credit with identity card only" sustained by banks (foreign and Romanian capital) in Romania. Modeling of relation between value, usefulness and holding of durable goods was studied and approached by Corfman, Lehmann and Narayanan (1991) by means of a convenience sampling on a sample of 735 respondents for discretionary goods.
Wilcox (1991) brought a major contribution to the durable goods field by contribution related to the analysis, trend and measurement of household expenses and savings, emphasizing through his study that, in the 80s, the durable goods purchased increased rapidly between 1982 and 1986 when the economic growth was strong, the result of this growth being the rise of the real net inventory of durable goods in households by 60 % and by 45 % on inhabitant.
Gray (1992) studied the influence of consumption costs over durable goods and services. The issue of purchasing durable goods "on credit" was approached by Hira (1993) who analyzed this "tendency" (called "consumer durable revolution") in the '20s. If we carry out an analogy with the Romanian market in the surveyed period, what was considered luxury durable goods in the '20s, in Romania, as regards category of these goods, necessity goods were "placed" or purchased by credit (considered in the European Union as being part in the "basic" endowment of a household), for instance: double glazing, refrigerator, air conditioning etc.
Monopoly of durable goods market is approached, as regards sellers with effect over the diversification strategy of these goods by Casado-Izaga and Saracho (2002) .
The strategy of sales as regards durable goods in relation to sales with full payment or installment payment or to conclude leasing contracts for the final goal of profit maximization was approached by Poddar (2004) .
An experimental pattern concerning the behavior on the second-hand durable goods market compared to the decision of renting these goods (illustrated on car leasing contracts) was carried out by Kay-Yut Chen and Huang (2005) . In the durable goods industry there is still a global feature namely: country where a product is designed is not the same with the country it produces, aspects related to the impact of country of design and the country of manufacture over perceptions of durable good consumers were studied by Hamzaoui and Merunka (2006) . Wagner (2006) approached the "new" second-hand market of durable goods and considered that, one of the factors that led to decreasing the durable goods buying cycle is diminishing their durability.
The effect of the second-hand durable goods market over price dynamics and strategies of introducing new products has been studied by Hao Zhao and Jagpal (2006) .
The durable goods market was approached as regards the selection of working life in case of differentiated products, by Goering (2007) , who built up a model that considered the impact of these products over the selection of monopolists on the durable goods market related to product durability. An aspect that considers an important demographic variable has been studied by Podoshen (2008) The second-hand market also enjoyed the attention of researchers with the results of Hide-Fumi-Yokoo (2010) who studied aspects of the involvement of second-hand market in the durable goods recycling process.
The results were published for the durable goods market in Romania but were strictly related to endowment of households with a computer, home internet access and mobile phone services (in urban environment) and as regards the knowledge based society, by Nicolae (2010) .
Maintaining the expanded rate in the last years concerning the durable goods market survey, Liberali, Gruca and Nique (2011) published the results of their research regarding the effect of senzitation to price and habituation over the purchase of durable goods. Also, Pukeliene and Starkauskiene (2011) identified the material well-being like one of factors of life quality.
Sample description
In the sample formation, and consequently to ensure its representativeness, we started from national distribution of households according to two criteria, namely: the distribution of urban households based on occupation status and level of education of the household head. The data were collected in May 2011.
To increase the representativeness of the sample, we considered it is appropriate to apply a scheme of combined sampling, respectively the quota sampling, -and stratified sampling, using two layers as follows:
first For information gathering stage we used a questionnaire administered by trained operators, namely trained students who have practical experience in this field, questionnaire containing a broad range of scales both classical and specific to marketing data and, implicitly, identification of socio-demographic variables of the household head characteristics.
The socio-demographic characterization of the sample indicators of hard core trend are provided by:
 Average size of household in the sample is 3 people, variation coefficient calculated and equal to 7.6 % thus showing a uniform population and an average representative within the sample;  A household with children below 18 years, the average number of children per household is 1 child per household.
 Average age of household head is 49 years, this value is the result of a high percentage of households of pensioners in the sample, 40 % respectively, the average being representative for 70 % of population (variation coefficient is 29.7 %).
 Size of household: 1 person -12 %, 2 persons -25 %, 3 persons -26 %, 4 persons -26,3 %, 5 persons and more -10,7 %;  Type of household head: 78,7 % -male, 21,3 -female;
 Education level of household head: primary (including no education ) -8 %, secondary -74,7 %, higher -17 %  Occupation status of household head: Employer -3 %, freelancer -1,3 %, manager -2,3 %, Higher educated employee -11 %, Standard education employee -33,3 %, unemployed -4,0, pensioner -40 %, farmer -1 %
Presentation of the research results
Related to the endowment on the 36 durable goods comprised in the research, the following data resulted across the full sample -table 1 and in figure 2 durable goods in the endowment of households in Tîrgu Mureş were presented structured on groups of years of service. Summarizing and processing the sampling data in line with the average years of service of durable goods in the households of the sample, these have the following components:
Durable goods older than 5 years: sewing machine, black-white TV, non-automatic washing machine, radio -cassette player Durable goods with years of service lower than 2 years: DVD player, digital camera, body care appliances, LCD monitor and laptop.
Figure 2. Goods in households on groups of years of service
Thus, if we shall compare the results achieved following the application of the sampling based research in Tîrgu Mureş with data at national level, on total households, it can be easily noticed that, only for color TVs the endowment in Tîrgu Mureş is below the national level (by 18.9 % ii ), for the rest, in case of all durable goods compared, the endowment in Tîrgu Mureş is by far over the national level, the same situation being experienced if we compare with the development region Centre with the mention there is still a durable good for which Tîrgu Mureş registered a lower level, mobile phone respectively (by 1.3% lower iii ). However, the most important comparison is between Tîrgu Mureş and the national level -urban environment, mentioning that, negative differences registered previously for color TVs maintain. Negative differences in Tîrgu Mureş compared to the national-urban level are also registered for the following durable goods: refrigerators (-5.7 %), automatic washing machines (-7.1 %), musical towers (-5.6 %), cooker (-0.9 %), radiocassette player (-6.1 %). However, there are positive differences for Tîrgu Mureş, according to the sampling data, for the following durable goods: bicycles (+34.7 %), internet connection (9.6%), CD player (9.9 %), freezer (+31,3 %), sewing machines (+24.5%), PCs (+6.4 % to which laptops are added in a proportion of 16 %), cars (+16.3 %), land telephone (+21.6 %), non-automatic washing machines (+17.8 %, the additional remainder is justified by a high percentage of households with pensioners in sampling), vacuum cleaner (+3.8%), dish washing machine (+7.2 %), video camera (+ 3.6 %), motorbike/moped (+6.6 %).
Related to endowment of households with various types of subscriptions, at the level of the full sample, data shown in figure 3 At the level of the entire sample, the average score concerning the satisfaction degree as regards endowment of household, is 3.65 indicating that a level is "satisfied enough" of households in Tîrgu Mureş (11 % -very satisfied, 57.3 %-satisfied, 18.3 % -indifferent, 10 % -unsatisfied, 3 %-very unsatisfied).
To measure the evaluation of the buying power by households in the sample, we used five statements on the Likert scale, in table 2 being comprised percentage distributions on each version of response and average scores obtained by each statement.
If we rank decreasingly the average scores obtained by each of the five statements, it results that, at the level of the full sample, the highest score (3.26) is held by the statement according to which households succeed buying even more expensive goods but with restrictions in other"areas" of costs, being closely followed by the opinion according to which income "is enough only for a decent living" without affording acquisition of some other more expensive goods as well. In exchange, the lowest score is held by the last statement "income is not enough even for survival", almost half of households being in total disagreement with this statement. For the types of brands preferred when buying durable goods by households in Tîrgu Mureş, the ranked average scores are: foreign brands -51.13 %, Romanian brands -33.71 % and "no-name" brands -13.96 % thus resulting that, foreign durable goods are preferred than the Romanian ones. As regards the oldest goods in a household, these are shown in table 3. Table 3 The oldest durable goods in a household As regards the promotional influences in buying goods, the highest influences relate to TV advertisings (43 %), advice received from friends and acquaintances (38 %), in a relatively equal proportion (26 %, 25 %, 24 %) -the same brand used, warranty provided and promotional leaflets of shops, promotional leaflets of brands (19 %), the lowest influences (about 8 %) belonging to: street panels, internet advertising, press advertisings, radio advertisings and posters in or on the public means, only 11 % of respondents not being influenced by any of the aforesaid versions.
Figure 4. Ranking of aken into consideration when buying durable goods
Ranking of attributes taken into account when households in Tîrgu Mureş buy durable goods is shown in figure 4 , the most important attribute being the quality of product, followed closely by price, quality/price ratio, technical performances, warranty provided, high score attributes (over 3.0) also obtaining: class of energy consumption, brand, discounts, design of product, postsale service, the most insignificant attribute being quoted as the name of shop.
The most important reason for which durable goods are purchased is their "usefulness" for 51 % of households, followed by "the oldest are damaged" for 34 %, and in a very small proportion, "increase of household needs" -9 % and "to be in fashion " for only 6 %.
Within the entire sample of households, 25 % of these are endowed with "second-hand" durable goods, most common being automatic washing machines (6.2 %), color TVs (4.0 %), refrigerators (3.3 %), cars (2.7 %), cooker (1.7 %), vacuum cleaner (1.3 %) and bicycles (1.0 %), the remainder being encountered at less than 1 % of households.
Almost half of the investigated households, 42 % respectively have loans or credits, their structure on periods of contracting being: 1 % -up to 20 years, 9 % 10 -20 years, 25 % 5 -10 years, 29 % 3-5 years, 26 % 1 -3 years, 10 % under 10 year.
Finally, we structure comparatively the results of our research and those in the foreign literature related to the durable goods market, in the table 4. Table 4 International comparative research of the durable goods market 
Buying power of households
"We succeed buying some more expensive goods, but with restrictions in other domains", (the average score on Likert scale is 3,26) followed by "our income is enough for a decent living, but we cannot afford buying some more expensive goods" (the average score on Likert scale is 3,18)
-economic and budget modeling of households in case of discretionary goods using as variables: value, usefulness and endowment with goods (Corfman et al., 1991) -studying consumption costs compared to goods and services (Gray, 1992) Credits for buying durable goods 42 % of households have loans or credits, 56% in a short term (less than 3 years) -modeling of producers' choice between selling installment sales and full sales (Poddar, 2004) -credits provided in the '20s for buying goods (Hira, 1993) -household expenses and saving (Wilcox, 1991) 
Origin of brands
Foreign durable goods are preferred better than the Romanian ones for 51.13 % of households -importance of brand equity over buying of air conditioning devices (Seitz et al., 2010) -impact of country of design and country of manufacture over buying of goods (Hamzaoui & Merunka, 2005) 
Promotional influences
The highest influences relate to TV advertising (43 %), advice received from friends and acquaintances (38 %), in a relatively equal proportion (26 %, 25 %, 24 %) -the same brand used, warranty provided and promotional leaflets of shops, promotional leaflets of brands (19%), the lowest influences (about 8%) belonging to: street panels, internet advertising, press advertisings, radio advertisings and posters in or on the public means, only 11% of respondents not being influenced by any of the aforesaid versions -brand loyalty of Afro-American consumers (Podoshen, 2008) Attributes considered when buying
The most important attribute being the quality of product, followed closely by price, quality/price ratio, technical performances, warranty provided, class of energy consumption, brand, discounts, design of product, post-sale service, the most insignificant attribute being quoted as the name of shop.
Perception of extended warranty provided by producers (Albaum & Wiley, 2010) Reason of buying and replacing the durable good
-product performance is the "key" of motivation for discretionary buying in order to replace a durable good (Liberali et al., 2011) -selection of quality and replacement time of a commodity (Prince, 2009) -rational model in the replacement decision of commodity (Guiltinan, 2010) -decrease of commodity buying cycle (Wagner, 2006) -car market (Clerides & Hadjiyiannis, 2008) -relation between second-hand durables and introduction of new products on the market (Zhao & Jagpal, 2006) -second-hand market modeling and recycling of goods (Yokoo, 2010) Durables to be purchased in the future -the first 10 goods to be purchased by Romanian households in the future are: double glazing, car, kitchen machine, laptop, plasma TV, microwave, hood, dish washing machine, iron machine, vacuum cleaner (Gabor et al., 2009 ) -patterns of future purchases within middle population in the '80s (Kasulis et al., 1979 ) Satisfaction degree of own household endowment 11.0 % of households are "very satisfied" and 57.3 % are "satisfied" only 10% are "unsatisfied".
Research has not been carried out
The oldest durables in endowment After average years of service Sewing machine -20,2, black and white 4, 0, cooker 13, 6, 2, 5, 6 Research has not been carried out.
The newest durables in endowment
Mobile phone, plasma TV, washing machine, refrigerator, car, digital camera, microwave, computer, laptop (Gabor et al., 2009) Criteria used in selecting durables iv -price (8,07), followed by promotions (6.83) and product brand (6.80), post-sales service provided having the slightest influence (Gabor et al., 2009) 
Information sources v
Friends' recommendations (6.58), followed closely by specialty press (6.53) and promotional leaflets (6.41), recommendations of shop assistants being the least used source but not a significant difference compared to the other sources (Gabor et al., 2009) (Gabor & Isaic -Maniu, 2011b ) Preference for foreign brands -preference for foreign brands is discriminated by next sociodemographic variables: age, last school graduated and net monthly income earned by the household head (Gabor & IsaicManiu, 2011a ) -ethnocentricity and consumer behavior for national brand/goods, domestic and foreign purchase behaviour (Kreckova et al., 2012) 
Positioning of brand
Positioning of brand concerning durable goods and other variables used in the Romanian consumer's acquisition process (Gabor, 2012) 
Conclusions and discussions
The market of durable goods in Romania, and implicitly the endowment of households with such goods, has some features and the purpose of this study is to discover and highlight these features. Although the National Institute of Statistics of Romania publishes annual data on household endowment with durable goods, in this research there are also taken into account other durable goods and variables that highlight important issues, and implicitly particularities of the Romanian market and households.
Economists acknowledge the importance of the fact that demand of durable goods is very important as many aspects of this market in certain countries (such as the case of Romania, approached in this research) are not known or surveyed.
One of these particularities would be that there was a period in which the Romanian households purchased "second hand" durable goods and then followed the purchasing of durable goods based on an ID document only. These two aspects are caught in our research because we believe that both "events" have a national character. All the more in the cities of Transylvania it has become significant because of geographical proximity of Western Europe and more intense connection with Hungary on one hand and, on the other hand because -and we refer here to the second "trend" -of the higher purchasing power of Transylvania compared with the rest of the country.
The household endowment with durable goods in Romania is characterized by features that clearly differentiate it from other European Union countries, which are given on one hand by the peculiarities of the structure of households and on the other hand by the "trends" such as: household endowment with "secondhand" durable goods, "ID only credit", the lack of durable goods of basic necessity, household equipment with hightech durables as a fashion, household equipment with "old" durables (white -black TV, non-automatic washing machine, etc.), the "innovative" character of some buyers which is not always supported by their purchasing power. They are supported by the "duality" of durable goods equipment need -basic needs and needs placed on top of Maslow's pyramid -incorporating the "latent needs", "latent variables", subjectivism, desires, in other words variables which are used by marketing, the "players" on the market are interested of and which can be measured, in the marketing research.
The results of the research have emphasized a low degree of the wealth indicator for households in human environment in Tîrgu Mureş, endowment with durables respectively, characterized by: quite a few households have very old durables (for instance black & white TV, car, washing machines etc.) and a buying behavior typical to the post-communist period characterized by preference for foreign brands and rejection of Romanian ones, high price sensitivity (sustained by a low buying power), the most important attribute is the quality/price ratio, the reason of buying being mainly provided by the usability of a product and replacement of faulty products. One of the explanations concerning these products is the high weight (40 %) of households wherein the household head is pensioner in the sample structure.
These results also invalidate the national perception that Romania's historical area wherein Tîrgu Mureş is located, Transylvania respectively, is a developed one, the results of this research go against it and practically confirm the "last" positions occupied by Romania within EU Member Countries regarding the indicators of wealth and quality of life.
The firms operating on the Romanian market can use the results of this based on sampling because representativeness of the households sample at nationalurban level is ensured, the results can be inferred in general population, at national-urban level, respectively. These firms should also adopt market strategies adapted to particularities of the Romanian durable goods market and especially the structure particularities of Romanian households, with lots of differences compared to the average of European Union.
The study presents importance primarily for the "market players", respectively the marketers and foreign manufacturers of those goods who can adapt their strategies to the specificity of the Romanian market adapting the offer and their communication policy to which the Romanian consumer (household) is sensitive to, respectively prices, promotions and brands (variables that characterized the phenomena like" Black Friday"). Romanian producers, with a share of only 31 % among the consumers' preferences, can adapt their market strategies by providing prices adjusted to the purchasing power of households and having more intense promotional periods. Also, they can follow the conceptual model of transformation of a national brand into an international one (Kuvykaite & Mascinskiene, 2010) .
